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INTRODUCTION
For more than half a century, nonverbal communication (CNV) has been studied in multiple pieces of research; there is currently a great deal of new theoretical contributions that contribute to a number of aspects of the human being, particularly in the analysis of their relationships in society (Kwon et al., 2015) . For this reason, multiple branches of the social sciences such as: semiotics, sociology, ethology, anthropology, linguistics and psychology have been in charge of examining this issue (Hernández and Rodríguez, 2009) .
Despite the existence of several disciplines, there is a vast number of research articles tending to analyze body language, perhaps, because to some intellectuals, CNV is still "any movement, whether reflective or not, of a part or the whole of the body that a person uses to communicate an emotional message to the outside world" (Fast, 1979, p.5 , free translation), a stance shared by Guy Cabana, then, this form of expression "illustrates the truth of the spoken words as all our gestures are an instinctive reflex of our reactions that compose our attitude through the sending of continuous corporal messages" (2008, p.21) .
However, these conceptions are inaccurate, given that CNV implies, in a general way, "the exchange of information through non-linguistic signs". (García, 2000, p.21) , this includes any element other than words, in contrast, the language of the body is circumscribed only to a specific type of sign (gestures).
OBJECTIVES
In order to answer these questions, the main purpose is to determine if clothing is an element of analysis in nonverbal communication 4 . In a subsidiary way, the aim is to identify the ontology of these two concepts, in order to make a contrast between both criteria, all this, when examining the decodable information of the base analysis category of this study. 5
RESULTS AND DISCUSSION

Ontological structure of nonverbal communication and clothing 3.1.1 Ontology of nonverbal communication
In the article "Paradigmas da comunicaçâo: conhecer o quê?", the author makes solid criticisms to those studying the phenomenon of human expression, because, in that work, she stresses that there is latent lack and even lack of interest to unfold a theoretical framework supra -ordinated in the field of communication (França, 2002) , since there is not even a unified criterion that circumscribes this area of knowledge, which is why a minimum agreement must be urgently produced in the scientific community to achieve an epistemological breakthrough (Rodríguez and Cislak 2017) .
Therefore, it is essential to build on the semantic roots of the concept, since there is no conceptual uniformity, then, etymologically according to the Société Académique pour l'Étude des Langues Romances (SAELR) (2009) 6 nonverbal communication comes from Latin "communicatio" which means "action or effect of transmitting messages" (p.147) not " Non: no thing" (p.345) and verbal "verbalis: relative to words" (p.563), integrating the factors, it would be defined as the act of transmitting messages without using the words (Rodríguez and Cislak, 2017) .
However, to Eduardo Duarte, communication "we cannot reduce it to the transmission of information" (2003, p.52), since it involves "the activity of articulation through which socially defined participants negotiate concrete meanings in a physical, temporal and social scenario" (Chi-yue Chiu and Lin Qiu, 2014, p.1 free translation) For this reason, Enríquez Eugène defines it as: "the process by which a source of information A tends to intervene on a receiver of information B to provoke in it the appearance of acts or feelings" (1971, p.169, free translation) .
In succession, the work of Guy Spielmann (2011) breaks down a compendium of basic elements that any communicative act contains, then, the form of nonverbal expression complies unrestrictedly with each of these components, as ordered in the following scheme: 
Channel
Medium by which the information is transmitted Visual, Auditory, Kinesthetic (Touch-smell).
The message
Information to be transmitted Any information
4.Reaction
The action or response of the recipient of the message Verbal response, non-verbal response 5. Interference Component that generates blocking of the channel that transfers the message.
Noise, visual obstacles, material obstacles.
Environment
Each specific context surrounding the communicative act Any environment or scenario Source : taken from Rodríguez (2015, p.5) Regarding what is presented in the previous table, there are two special properties of CNV, the first is transfer through a non-linguistic code, therefore, some authors say that a semantic characteristic of this form of nonverbal expression entails the generation of meanings through a behavior different from words (Leathers and Eaves, 2016) , so that, there are no official guides governing the use of nonverbal signals, this supports a differentiating property of this communication system and is the traffic of information through signs, which do not contain any syntax or follow grammar rules; which indicates a wide catalog of categories (García, 2000) .
Secondly, the channel is the sensory route through which a message travels; in this respect, linguistic communication is based on two channels only, because the spoken language is transmitted through sound and collected by the ears (auditory) or the written coding, the symbols of which belong to the visual and / or tactile scope, of course, only those three are the only means contemplated for sending information in this system. In contrast, CNV uses all five senses, since it is also possible to receive messages through taste and smell (Owen, 2011) .
On the other hand, human beings are the only ones with an inherent capacity to abstract thought (Vygotsky, 1962) , allowing them to transcend space and time through the use of a number of verbal symbols. Despite this, men are not the only creatures that Vivat Academia. Revista de Comunicación. 15 junio/15 septiembre, 2018, nº 143, are able to interact through CNV, so according to Korpikiewicz (2004, p. 14) a structural feature of this form of communication is that it is part of several species of the animal kingdom.
On the other hand, the most accurate definition of nonverbal communication is the process between two parties to share any type of messages through a means other than words, that is, expressing information through any non-linguistic code, using the diversity of signs, symbols or other stimuli of that magnitude lacking in syntax, the result of which is a psychological decoding and an immediate response from the receiver. (Rodríguez, 2015, p.7) .
Another guiding principle of CNV has been developed by Peter Andersen, in his work Nonverbal Communication : Forms and Functions, because, according to him, this form of expression is irrepressible (2008, p.21) , that is to say, that part of its execution is not mediated by conscious processes (Little and Robert, 2012) , because there is a connection between the intention to send nonverbal messages and neural circuits responsible for the instincts, within them is the manifestation of emotions, a reason whereby, just as the emotional system is autonomously activated by human biology, CNV also, therefore, shares a large fragment of that brain architecture to encode messages (Buss, 2016) , while those mechanisms were developed before the ability to speak and write (Andersen, 2008) .
In succession, several aspects of the human being are transmitted without making use of the words, so that CNV is linked to the expression of individuality, then, through its different components, specific behaviors that are translated into personality traits can be evidenced, for example, recurrent bodily manifestations of fear, such as agitated movements, would be an indicator of a person with anxious characteristics (Ekman and Oster, 1981; Fast and Funder, 2008) .
In turn, it is necessary to emphasize that non-linguistic communication does not operate independently of the verbal network, but it "serves to support this system" (Mc Entee, 2004 p.41.) , Consequently, CNV plays some functions 7 revealed by Paul Ekman (1965) , as organized in the following table: 
Accentuate
Emphasizes or intensifies parts of the verbal message.
Regulate or control
Graduate the flow of the conversation or indicate if there are problems in receiving the message sent by a verbal code. Source: taken from the work of Rodríguez (2015, p.6) 
Ontology of clothing
According to SAELR 8 (2009) the word "clothing" comes from the suffix "ario-arius" which indicates "set" (p.595),it also derives from the Indo-European term "u es" (p.1019) that in turn conforms the Latin "Vestis" the meaning of which in Spanish is, firstly: "clothes" 9 in second, "costume, clothing" (p.595), those last words have a compound suffix root "mentum" 10 and the prefix "induere" equivalent to "what is worn" (p.178-179), the integration of factors would result in the word clothing being the set of clothes and elements that are worn or that cover the body 11 , then, this will be the basic semantic framework for this piece of research.
However, it is plausible to have observance of the doctrine, then, clothing is a term studied from the word "dress", which has been examined by several academics, one of the most influential ones are professors Joanne Eicher and Ellen Roach-Higgins, who make a synthesis of social science trends to achieve a definition, so that, according to the authors, this concept is "a set of body modifications and / or supplements exposed by a person in communication with another human being" ( 1992, p.15) .
From the previous definition, two elements can be abstracted, on the one hand, the corporal modifications, which in the judgment of the academics, are alterations imposed directly on the body and include:
Body parts that can be modified, including hair, skin, nails, musculoskeletal system, teeth and breath. Parts of the body that can be described in terms of the specific properties of color, volume and proportion, shape and structure, surface design, texture, smell, sound and taste (Eicher and Roach-Higgins, 1992, p. 16 , free translation).
On this aspect, Kim Johnson and Sharon Lennon in their work, The Social Psychology of Dress, expose that corporal transformation conceives, likewise:
Make color changes (for example, the use of cosmetics, tanning, tattooing), the shape (for example, diet, exercise, cosmetic surgery), texture alteration (for example, using lotion to make skin soft), and smell (for example, the use of perfumes, deodorants)" (2013, p.13 free translation).
However, it is essential to specify that the meta-analyses of Little and Robert (2012, p.787) , Rodríguez (2015, p.12) , Rodríguez and Cislak (2017) or the research by Leathers and Eaves (2016, p. 156) , Elliot et al. (2010) , Rhodes (2006) , among others, point out that the direct effects of changing the body in orbits of color, volume, size, shape or proportion are a different spectrum and are not accepted in terms of "clothing" since, as it was seen in the etymological substrate, that word implies "to wear or be covered", therefore, it is inconceivable to think, for example, that the physical body modification resulting from a surgery, scar, tooth whitening or a change in the skin by solar radiation mean wearing something 12 , rather, that aspect should be strictly circumscribed as a topic of analysis of the anthropomorphic factor in nonverbal communication 13 , for this reason, these properties are not included in this ontological analysis and it is necessary that the academic community reflect by updating these postulates.
In turn, although Johnson and Lennon (2012) in an attachment to the theory of Eicher, J. and Roach-Higgins M., contemplate "smell and taste" in the category of "clothing -dress" (the original reference of which in English is "Dress"), it is not possible to conceive in the Spanish Language that "someone is wearing an odor or a taste", therefore, this conception cannot be universally contained in that word, so that the sciences that deal with the study of communication should also wield the creation of a category that responds as a supra-ordinate concept of "smell and taste", since, being nonverbal stimuli, they are properties that deserve to be introduced in a special classification, since the proposal of the professors does not comply either with the semantic roots exposed herein or with the meta-analyses referred to in the previous paragraph.
Therefore, it is a priority duty of the scientific community to accept a univocal classification, in order to allow the theoretical advance of these elements worldwide and through the same language, otherwise, the communication sciences (especially in the field of CNV), will continue to suffer from multiple opposing or imprecise conceptions, such as those that emerged in the previous section.
On the other hand, the second formulated element is developed by Johnson and Lennon as supplementary factors, which are the devices that are added to the body, such as: "jewelry, clothes, Ipods, makeup, electronic devices, inlays and a wide range of accessories "(2012, p.3 free translation).
Regarding this category, it can be deduced that it complies in a general way with the etymological and semantic reference being the foundation of this writing, a reason why it is still indispensable to generate deep observance of these properties, since man is the one who creates them and even accepts the free use of some of them, a situation that implies the interaction of cognitive processes (Richard et al., 1990) . While clothing is also a universal human behavior (Lynch, 1989, Gamble and Gamble, 2017) .
On this basis, a decantation of the structural properties of the concept of clothing is formulated, as shown in the following scheme:
In summary, table 3 shows the essential features of clothing: 1) They are elements the origin of which is external to the body and 2) they must be seen outside the skin, although they may be embedded in it. Hence, aspects such as body hair or hair should not be included in this category of CNV, as it happens inaccurately in ( Gamble and Gamble, 2017, p.102 ) .
On the other hand, clothing has several functions, the first, to protect from the impact from the physical environment and, therefore, as a means of adapting to the environment (Casablanca and Chacón, 2014b) , a timely example includes the use of gloves to protect hands from the cold or the use of shoes to avoid wear on the foot soles (Entwistle, 2002) .
Secondly, it acts as a sign between the individual and the broad socio-cultural environment, here you can find elements the use of which is exclusive to an ethnic group or that is given a mystical power, it also serves as a camouflage, a reflection of the state of mind and even social status (Volli, 2001, Gamble and Gamble, 2017) . Ultimately, it makes it possible to express information. (Davis and Lennon, 1988, Leathers and Eaves, 2016) .
Information coming from clothing 3.2.1 Color and shape assessment: review of studies in psychology
There is a direct relationship between clothing and its influence on the characteristics people infer from others, its impact is such that it manages to intervene in how others behave, a clear example is developed by Hill and Barton (2005) , then, they found an effect produced by color as a stimulus coming from clothes, which was associated with success cases in four combat sports during the 2004 Olympics, this is explained, according to Fetterman, Liu, and Robinson (2015) , because any chromatic range "conveys psychological meanings" (p.106, free translation) and even correlates with certain personality traits (see 2015, page 113). Wiedemann et al. (2012) established that it happens just as in soccer, in their study, the red color is related to the team's success, it also comes as a factor that increases the odds of getting a win and, if used on one's own uniform, it can increase the level of confidence at the time of facing a penalty or free kick. To the above, we add the provisions of Hill and Barton (2005) who state that red clothing is linked to selfperception of security, strength or power, for those who wear it and correlatively, decreases confidence in their opponents.
On this basis, it is necessary to show that research indicates that the red color has an activating effect of the sympathetic system 14 of the body (Fetterman, Robinson and Meier, 2012; Elliot and Maier, 2014) . Therefore, it is linked to the perception of authority, alert behavior and even has links increasing the assessment of submission to whoever wears garments of that color, since this element has a relationship with control (Rowe et al., 2005) and aggressiveness (Stephen et al., 2012) from an evolutionary perspective. However, there are other colors that are also decoded by the brain as a message of authority, on this basis, Frank and Gilovich (1988) conclude that black uniforms make a referee perceive a hockey or football team as more aggressive.
However, the color of clothing is not limited only to the sports field, but it can increase the perception of success and improves the attractiveness score, since it influences both the user and the recipients of information (Roberts, Owen and Havlicek, 2010) . On the one hand, regarding the increase in attraction, heterosexual women prefer men who wear red in clothing, because they link it with a high status , power ( McMillan et al., 2002) and even physical fitness to mate (Little and Robert 2012) .
In a similar way does it happen with women who wear shirts of that same tone, because it positively influences the behavior of men toward them in a romanticreproductive sense 15 (Elliot and Niesta, 2008) , increasing the probability that male people are in the mood of talking 16 , feel close to them or even ask them more intimate questions 17 (Kayser, Elliot and Feltman, 2010) .
Finally, the role played by the choice of clothing to influence social perceptions, particularly in the domain of domination and competition (Davis and Lennon, 1988) , which is immersed in a variety of contexts, is notable; however, it becomes very important in the first impression (Thelwell et al., 2010) . For example, in studies by Temple and Loewen (1993) , it is concluded that women who wear blazer-like jackets were perceived as more expert and with legitimate power, all this being evaluated by people of different gender. 18 ,, additionally, in their research, Damhorst and Pinaire 14 It is the nervous system that puts the body in a state of alertness, stress or emergency. Its function, although autonomous, can be increased or decreased by the cerebral cortex. 15 According to an experiment where men stated that they preferred a woman wearing a red shirt to have a date or invest more money in that activity, this as a result of two comparison situations (red vs green and red vs blue, Niesta , 2008, p.1150) 16 The behaviors referred to that term are: diminution of the distance between both, open bodily postures, more visual contact and corporal orientation towards the woman. 17 As a reference, we took the woman wearing the red shirt vs. the women in green or blue in two experimental situations. 18 It was researched whether the perceived interpersonal power of a woman is affected by the clothes she wears. With a group of evaluators consisting of 93 male and 68 female undergraduates, through a show that the choice of dark suits allows people to make a greater "professional impression" (1989, p.98, free translation) than with other chromatic types, in turn, they conclude that the color of clothes influences the perception of "power, competitiveness and audacity" (1989, p.89 free translation) of other people.
In succession, several academics have developed a framework on the decoding of clothing form. For his part, Ronald Bassett states that there is a certain type of clothing that is perceived as "high status, for example: a tie suit in the case of males or a tailor in women" (1979, p.282, free translation) even in several articles, people who wear that type of attire were more successful in getting strangers to fulfill a requirement requested by them. The opposite effect occurs with people who wear other elements that are associated with "low status such as jeans or work shirts" (1979, p.282, free translation), so, whether by a psychological, socio-cultural vision or by interpretative disposition of semiotics, there are garments linked to the message of authority, credibility or persuasion (Kaiser, 1990, Gamble and Gamble, 2017) . This can be proven by studies collected by (Bassett, 1979 , Pornpitakpan, 2004 ) where people with "high status" clothes emanated messages of authority, because, when demanding others to fulfill a request, the latter complied with it decided to: a) make changes, b) accept pamphlets, c) sign petitions, d) explain directions on the street, e) write the answers to a questionnaire. In contrast, "low status" clothing is associated with messages of low credibility, which results in a low rate of compliance in the same tasks.
O'Neal and Lapitsky (1991) conducted a study to research the effects on credibility scores and declared purchase intent, through the manipulation of clothing worn by a message source, in an advertising situation 19 . That article concludes that, when the person was dressed appropriately 20 for the task demonstrated in the advertisement, the subjects of the experiment evaluated it with a significantly greater credibility, which resulted in a directly proportional increase in the purchase rate, therefore, clothing transmits information that can be contrasted with the general stimuli of the context, in order to discriminate them according to their meaning (filter) and, if it finds them coherent, the issuer is classified as credible (Pornpitakpan, 2004) .
Assessment of clothing semiotics: socio-cultural information and other associated messages
Clothing is developed as a sign between the individual and their socio-cultural environment, finding a multiplicity of elements the meaning of which is built by a group of people, this is given at an ethnic, local or international level; therefore, from an anthropological perspective, clothes and even the complementary elements emit information, which is encoded in a recent and historic way (Volli, 2001 ; Casablanca y score ranging from 1 to 4 to drawings of a woman, based on 6 categories (Temple and Loewen, 1993, p.339) . 19 Two types of dress used by the issuer and two advertising situations that were crossed in order to perform a 2 x 2 factorial design were taken as variables. The participating subjects were randomly assigned in the four experimental manipulations (O'Neal and Lapitsky, 1991, p.31) . 20 The term refers to the consistency of messages between the product sold, the professional setting and clothing. Chacón, 2014b), allowing the community to interpret them, either through a process of voluntary or unaware registration, which in summary, according to Kaiser (1990) , allows clothing to "transmit socially desirable meanings" (p.25, free translation) "derived from cultural experience" (p.238, free translation).
In succession, you can find parts of clothing that are given a mystical power or the use of which is exclusive to an ethnic or social group, such is the case of certain communities where Brahmins wear hanging oracles with stones that give them special powers (according to beliefs of that culture) which translates into hierarchical power (Volli, 2001) . Another current example is the cassock, the priest's own garment, which gives them an association with religious-spiritual matters, likewise, a chain in the form of a cross or crucifix also provides them with that message of divine connection. In turn, white garments in multiple cultures are associated with sanctity and purity (Heller, 2004) , so that this information becomes an attribute of the person wearing it.
On this effect, Johnson, Schofield and Yurchisin (2002) , in their study Appearance and Dress as a Source of Information: A Qualitative Approach to Data Collection, examined the content of the answers 21 of a group on the evaluation of the appearance of another, it is concluded that the analysis of clothing is a primary source to perform the execution of that task, likewise, most of the participants considered that the decoding of the information of appearance and general dress are signals that create an impression, the accuracy of which uses the situation or context, they are related to the specific signals emitted by the image of the person.
At the same time, the dress is an indication of "belonging" (Casablanca and Chacón, 2014b, page 61), for this reason, clothes have the ability to communicate matters such as: nationality or ethnicity, since there are types of clothing that are exclusive to a geopolitical space, for example, turbans indicate that the person who wears it is from the middle east, the same happens with a niqab 22 or an Afghan burka 23 , which, in addition to indicating the region of provenience, allow us to know the gender, since, these garments are exclusive to Muslim women. The same happens with the skirt, the use of which in Western society is linked to the female sex (Gamble and Gamble, 2017) .
Another aspect is the socioeconomic status that can be interpreted thanks to the "use of specific garments" (Kraus, Piff and Keltner, 2011 et al, p .246 free translation) is, for example, if a person wears a suit made of silk, cloth which is very fine and therefore very expensive, it will be understood that whoever wears it has much purchasing power. In the same way, it happens if someone wears a watch inlaid with precious stones or made of gold, this type of item has a value appraised in thousands of dollars, so an individual in poverty could not buy it. However, a more everyday case is given thanks to the brands, some of which have very high prices, so by just seeing these symbols in another's clothing, their financial level is evaluated, because they transmit the message of wealth (Owyong, 2009; Gamble and Gamble, 2017) .
Anthropologically, clothing or its accessories can describe factors such as age or group identity, an example is given with the urban tribes who have special clothing that characterizes them and differentiates them from each other, at the same time, clothing also communicates information about the professional hierarchy (Entwistle, 2002) and even "who controls who" (Nathan, 1989, p.39) such is the case of the military who have medals and attachments that identify the chain of command or its ranks at a glance .
Another example is given by the uniform of the maids, attires that are exclusive to the hotel service staff, it indicates that they perform specific cleaning functions, so that a guest would not go to the manager to ask him to perform hygiene tasks.
Coding of messages through clothing : theory of the 7 universal styles.
Alice Parsons (2008) , in her book StyleSource: The Power of the Seven Universal Styles for Women and Men, makes a compilation of her theories proposed since the beginning of the 1990s, this one deals with 7 universal types of classifying the information coming from a person or institution, this conception has an application emphasis in the categorization of people's clothing, which is linked to the transmission of messages.
Although this reservoir of axioms has not been subjected to a thorough review by the traditional disciplines of the social sciences, for more than twenty-five years this theoretical body has served several professions related to the field of communication (such is the case of image consultants, organizational psychologists, designers, public relations specialists, semiologists, among others.) whose purpose is to ensure the coherent transmission of information, which is particularly useful when creating the reputation of artists, politicians or companies and in their interaction with their audiences (Aguilar, 2015) .
Then, this theory is based on the expression of individuality (Casablanca, and Chacón, 2014a) , whose messages as well as "personality remain stable over time", (Polaino-Lorente et al., 2007, p.19) , the reason why it is possible to organize them into categories. The first is natural or casual, which is characterized by sending information of little structure, relaxation, dynamism, joy or optimism , through elements that, in terms of clothing, can be: handicrafts, worn clothing, jeans, tennis, light colors or from nature (such as green) and even with clothing that is generally loose, light and vaporous (Parsons, 2008) .
In second term is the traditional type, the characteristic messages of which are: credibility, loyalty, maturity, responsibility, immutability and a special attachment to traditions, hence its nomination, therefore, it makes use of garments such as suits, ties, classic dresses, with generally sober colors, so that their risk is to communicate being old-fashioned, something that does not happen with the elegant style, the third factor, which sends messages of: distinction, high status, refinement, confidence, formality and prestige. Although they are characterized by wearing garments similar to the traditional, they differ, because the use of fabrics, shapes or colors and accessories are of high quality and even costly, then, it will never transmit messages of archaic presence, rather its risk is to look pretentious (Parsons, 2008) .
In fourth term is the romantic style, who generally wear for example: soft, cushioned fabrics, warm colors, laces, some with heart prints or discreet accessories like small pearls, with this they seek to communicate: softness, tenderness, affability and care. Opposedly, there is the seductive type, the characteristic messages of which are: sensuality, stimulating physical care, extroversion and even a seductive attitude, all this, through fitted clothing, necklines, fabrics that leave the body or its silhouettes exposed, textures such as leather and colors like red, on this aspect, works like the one by Leather and Eaves support the sense of this theory, as, in certain tribes, wearing accessories on the head, nose or neck serve to attract the opposite sex or express that they are "available" (2016, p.157) to start courtship.
On the other hand, the sixth style is the dramatic, characterized by sending messages of avant-garde, sophistication, urban, fashion, advanced, among others, in terms of clothing, they can use non-classical, modern elements, with colors in trend or using contrasts, icons and fine structures, which is why their risk is to be perceived as aggressive and intimidating (Parsons, 2008) .
In the last place is the creative archetype, which communicates to be imaginative, novel or varied, through garments, accessories, textures and unique colors, without respecting the parameters used by the majority. Here also are contained the urban tribes that arise creating new elements, thanks to the fact that clothing is contemplated in the doctrine As a means of expressing opposition to the core values of society at a particular stage. That protest, which is reflected in clothing, sometimes allows us to communicate an alternative lifestyle, such is the case of hippie clothing (Saulquin, 2010, p.71 ).
This allows us to deduce that people can choose to wear items in order to communicate that they do not agree and even that they oppose the status quo and the established standards, as is the case with Punk clothing especially in the 1970s, wearing untidy clothes contrary what was common (structure-sobriety when dressing) expressed their aggressiveness towards the system (Leathers and Eaves, 20 16).
Clothing, an element of analysis in nonverbal communication
The studies of the previous section allow us to synthesize that when two humans interact, the brain of one with respect to the other, decodes information coming from clothing, giving it a meaning, and then generating an immediate response, this obeys all the indispensable elements so that there is a communicative act in the terms of Spielmann (2011) , as shown in the following scheme: 3. The message Authority, domain, security, credibility, aggressiveness, sensuality, availability for courtship, leadership, professionalism, competitiveness, audacity, sympathy, ethnicity, office, hierarchy, other socio-cultural aspects, status: social, economic, professional, among others.
Feedback
Verbal response: give a compliment, have a conversation, express the will to buy, etc.
Non-verbal response: having a distant or personal proxemics, open or closed bodily postures, more or less visual contact and body orientation towards a woman. etc.
Conduct
Abide by or not requests or orders.
Ask questions with intimate content.
To buy.
(among other)
Interference
Visual or tactile obstacles.
Environment Any environment or scenario
Source: own authorship
The previous scheme shows that clothing transmits messages without the use of words, thus fulfilling what is contemplated in the etymological substrate of CNV; therefore, the information coming from clothes or accessories has a meaning, since it does not go in a straightforward or meaningless way (Gamble and Gamble, 2017 ), but its individual or collective interpretation produces a range of responses subject to particular interests, personality or other property derived from the receiver's cognition (Richard, et al 1990; Kraus Piff and Keltner et al., 2011) .
Despite the above, to certain authors, it is necessary to articulate a voluntary encoding of the message, that is, the intention to express (Chi-yue Chiu et Lin Qiu, 2014), otherwise, it would be in the presence of a mere act of sensoperception. However, in the field of body language and particularly micro expressions, muscle movements appear without the will of the issuer, which proves that there is not always a conscious communicative vocation, so, this way, clothing can also be classified as an element that belongs to the communication process.
Clothing and nonverbal communication in the animal kingdom
According to Honorata Korpikiewicz, CNV "is innate and widely used by all animals" (2004, p.14) , which means that it is not exclusive to humans, regarding this aspect, we must specify that clothing emerges as a manifestation of the cultural development of the human being, like the system of linguistic expression; however, it is possible to find similar mechanisms in other species.
Together, studies by Burley, Krantzberg and Radman (1982) and Cuthill, et al. (1997) conclude that to artificially add some element of red color to a bird (for example, attaching a ring of red plastic to its leg) 24 , increases the amount of hostile behavior of this organism. The explanation of this effect occurs because, in violent confrontations, the exposed blood is red, therefore, the others perceive it as more aggressive 25 and consequently act more submissively. This situation is similar to the effect produced by this chromatic type in clothing and its association with dominance or aggressiveness (Hill and Barton, 2005 , Wiedemann et al., 2012 , Fetterman et al., 2015 .
The same happens with taxonomic types closer to the human race such as the primates of the genus Mandrillus sphinx, where some males have a red coloration that is also associated with the perception of aggressiveness or dominance (Setchell and Wickings, 2005) , although this effect comes from the body coat 26 ,that is, another element of CNV (the anthropomorphic factor) (Rodríguez 2015, Rodríguez and Cislak, 2017) , the mechanism of visual interpretation is similar to that resulting from clothing.
Thus, from the point of view of comparative psychology 27 these pieces of research support the thesis that clothing should be specifically accepted as an element of analysis in CNV, then, the clothes or their accessories work as a tool of nonverbal expression, thanks to supra ordinate mechanisms present in the animal kingdom.
Clothing: executor of the functions of nonverbal communication
According to Mc. Entee (2004, p.41) , a structural aspect of CNV is that it goes interdependently supporting the verbal system, all through six functions shown in Table 2 , so, examining their execution in clothing, we find that the repetition function can be carried out if, for example, a subject says, "I'm a professional" and at that moment he is wearing a tie suit or a dark colored tailor, then, according to Damhorst and Pinaire's research, (1989, p.89) , that garment communicates competitiveness, expertise or professionalism, this way, the same message is transmitted, both verbally and nonverbally.
On the other hand, the task of substitution is fulfilled in an exemplified way when urban tribes decide to wear certain clothes to express opposition, avoiding wearing the clothes that most members of society wear (Saulquin, 2010) , thus, wearing any item that breaks the classic is a sign to show disagreement and rebellion with everydayness.
Another way to perform this function is to make use of symbols the meaning of which is collective. Thus, if a person wears, for example, a gold ring on the ring finger, it means that he is married; or if you wear a pink ribbon, it indicates that you are engaged in the fight against breast cancer. Then, information is sent through a non-linguistic code, although the words could be used to transmit the message.
Regarding the work of contradiction, this can be evidenced in a case where a person verbally says to be accessible or peaceful, however, he wears a red garment and, by virtue of the studies by Little et al. (2011 Little et al. ( , p.1642 or that by (Stephen et al, 2012, p.571) , it is known that this chromatic type is interpreted by the brain as aggressiveness, which refutes the message sent through the words.
On the other hand, if an individual says: "I have money", however, at that time he wears clothes with visible brands of international designers or even jewelry with precious metals, then, it follows that the interlocutor will know that whoever spoke not only has money but he has it in large quantity (Gamble and Gamble, 2017) , then, clothing extends the verbal message, adding more information to what is expressed orally, this fulfills the task of complementation.
It is possible to execute the task of accentuation by being supported in the corporal moves, for example, if someone says: "I'm from (x) ethnic group, this is what I am" and firmly grasps his characteristic cultural dress, this way he would be intensifying his nationalist verbal expression; however, wearing accessories can also enhance messages, a case would be to use instruments that visually lead to a neckline; a code that can emphasize sexual interest, which is viable according to the vision of Leather and Eaves (2016, p.156) , because, in certain societies, women wear ornaments or garments to emphasize that they are available in terms of reproductive mating.
Despite the casuistic development of 5 functions, it is impossible to give expression to the task of regulation by means of examples, since grading the flow of the conversation or recognizing problems in a fragment of the verbal message implies the interaction of meta-cognitive expression skills the higher order of which is applicable specifically to the field of paralanguage or body language.
However, as evidenced in the present text, clothing is part of the communication process through the transmission of at least 19 different messages (see Table 4 ), in addition, they support the verbal system through the functions of repetition, contradiction, substitution, complementation and accentuation, which is a sufficient basis for clothing to be incorporated into the study of CNV, firstly, because the tasks set forth in Table 2 are not exhaustive, secondly, because the decoded information of the clothes or their complementary elements allow that: a) there is an exchange of messages, b) the receiver constructs a more exact meaning in the communication c) several semantic aspects are fed, as in the kinesic language, anthropomorphic factor and paralanguage.
In succession, since clothing is incorporated into all the structural properties, definition and functions of CNV, then it is feasible to reject the thesis that the information coming from clothing or its complements is simply a process of sensoperception, which serves as a basis for unifying, in the social sciences, the incorporation of this term as another element of CNV analysis, since, having presented the evidence, there are no reasons for some authors to exclude it. Also, it is essential to have deeper observance of this non-linguistic code, to continue experimental research to examine, for example, the theory of the 7 styles and even to evaluate the effects of the texture of a garment in the communicative field and, that way, to explore other aspects of clothing involved in social cognition.
CONCLUSIONS
In this text, it was stated that CNV does not have a uniform theoretical agreement and, consequently, neither does clothing as a sub-category, which is why an ontological study of both was made, the result of which allows us to propose that the most eclectic definition of the first term implies the process between two parties to share any type of messages by a means other than words, that is, expressing information through any non-linguistic code, that is, using the diversity of signs, symbols or other stimuli of that magnitude lacking syntax, the result of which is a decoding and an immediate psychological response from the receiver (Rodríguez, 2015) . On the other hand, the term "clothing", the basic semantic frame of which is: the set of clothes and elements that are worn or cover the body, allowed us to propose an ontological decantation, because in some doctrine they incorrectly incorporated to it elements that are unique to the anthropomorphic factor, an example of this are body modifications, which are accepted by several works derived from Eicher and RoachHiggins (1992) ; however, in scientific literature that sub-category is not linked to the word clothing, in addition, its essential characteristic is that it must come from an agent external to the body. Then, after the differentiation, it is proposed that its components be clothes and complementary elements. Thus, it is a priority duty of the scientific community to accept a unique classification, in order to allow the theoretical advance of these elements worldwide and through the same language, otherwise, communication sciences (especially in the field of CNV), will continue to suffer from multiple opposing or imprecise conceptions, such as those that arose in the previous section, then it is proposed that the acronyms (FV) be used to denominate any factor or issue arising from clothing. Current works derived from the theory of Eicher and Roach-Higgins (1992) consider "smell and taste" in the category of "clothing -dress" (the original reference in English of which is " dress "), however, it is not possible to conceive in the Spanish language that "someone is wearing an odor or a taste", therefore, this conception cannot be universally contained in that word, then, the sciences that deal with the study of communication must also wield the creation of a category that responds as a supraordinated concept to "smell and taste", since, as they are nonverbal stimuli, they deserve to be evaluated and introduced in a special classification, therefore, the proposal of the professors does not comply with the semantic roots presented herein or with the meta-analyses referred to in this piece of research. In succession, having made a compilation of experimental studies and a review of the specialized doctrine, it is found that the properties of clothing in terms of form and color produce interpretable information, translated into the following messages: Authority, control, confidence, credibility , aggressiveness, sensuality, availability for courtship, leadership, competitiveness, audacity, sympathy, ethnicity, office, hierarchy, other socio-cultural aspects, status: social, economic, professional. It is also concluded that clothing is a non-linguistic sign, which complies with each of the structural elements for communication to exist, since: (a) it fits the definition of CNV, (b) by means of it different messages are sent, (c) it is possible to find it as a mechanism of expression in other species, (d) it serves as a support to the verbal system executing 5 functions, e) it helps the construction of a more exact meaning, therefore, it can be ruled out that decoding of information from clothing is simply a phenomenon of sensoperception and, therefore, should be incorporated uniformly as an analysis element of CNV.
Finally, it is necessary to have deeper observance of this non-linguistic code, so this article lays the foundations to continue experimental research, so that, this way, other aspects of clothing involved in social cognition are explored, for example, the theory of the 7 styles, the postulates of which continue to be used in several disciplines of communication for more than two decades, without there being an examination by experimental science, there is also a deep development that confirms or discards its axioms, additionally, the influence of texture should be evaluated with empirical bases as another criterion for the analysis of clothing, of which currently there are only functioning hypotheses.
